S2. Application of survey weights
While our primary focus in this analysis is on a beer consumer population, which we believe we were effectively able to recruit through an MTurk sample, it is additionally insightful to consider how results may change if our sample more closely aligned with the demographicsage, education, and gender-of the American public. Thus, in this Supporting Information section, we apply a survey weight accordingly and re-estimate the regression model. S2 Table 1 presents these results.
The weighted results are mostly consistent with the main results, with only a few exceptions. Gender is no longer statistically significant in Model 5 and age is no longer significant in the combined model, Model 6. Those who believe that companies should make their products more eco-friendly are no less likely to pay more for sustainable beer in the combined Model 6. The only variable that suggests enhanced importance in these models, relative to the main results, is the growth limits and human science factor. Those that hold beliefs that there are few if any limits to growth, or that science and technology can solve environmental problems, are willing to pay less for sustainable beer than those that do not hold such beliefs. Standard errors in parentheses; * p<0.10, * p<0.05, *** p<0.01
